Performance gains from SFA investments have often been obstructed by the sales force's unwillingness to accept and use available systems. Studies show that a strong reason for resistance by the sales force to the technology is the failure to convince salespeople of the advantages and benefits of the new technology. Consequently firms face the challenge of selecting SFA technologies that their sales force will perceive as valuable and accept to use to enhance its performance. This issue becomes more challenging when it comes to introducing emerging technologies such as mobile technologies, where there is a risk of falling into the trap of overestimating/underestimating their potential value. The present study proposes a value-based approach for planning the introduction of mobile applications to support the sales force. The approach suggested provides guidelines on how to determine whether or not mobile technologies would add value to the sales force before those technologies actually get selected and implemented. Good planning of SFA investment would help firms avoid resistance of the sales force towards the implemented systems, rather than having to treat it at the post-implementation stage. By expanding the technology acceptance model, this study analyzes the consumer purchasing behaviors with virtual currency in Web2.0 drawing data from 311 users. This study focuses on which variables influence the intention to transact with virtual currency in Web2.0. Individuals' responses to questions about attitude and intention to transact in Web2.0 were collected and combined with various factors modified from the technology acceptance model. The results of the proposed model show that subjective norm is a key behavioral antecedent to use virtual currency. In the extended model, subjective norm's moderating effects on the relations among the variables are found significant. The new set of variables can be virtual environment-specific factors, playing as enhancing factors to attitudes and behavioral intention in Web2.0 transactions. This study provides a more intensive view of Web2.0 system users and is an important step towards a better understanding of the consumer behavior in Web2.0. The mission of this chapter is to investigate (1) how u-commerce is made available by online brokerage agents and the different interfaces they provide via mobile phone transactions, computer transactions, and/or land-line telephone transactions (either thru broker assisted transactions or interactive voiceresponse phone systems), (2) how the anytime anywhere demand and supply of financial knowledge and availability or non-availability of ubiquitous trading tools and systems affect the behavior of traders and investors in the financial market, and (3) to what extent ubiquity of information and systems tools are regulated in relation to stock trading, stock manipulation, and global volatility of financial markets.
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Chapter VI Context Related Software Under Ubiquitous Computing 92 N. Raghavendra Rao, SSN School of Management & Computer Applications, India
The advancements in information and communication technology (ICT) have resulted in the new concepts being developed in this discipline. Ubiquitous and pervasive computing is among the number of other concepts provided by the ICT. Especially these concepts are providing scope for radical changes in business processes of organizations. It would become a necessity for integrating business with these concepts to face the new realities in business process in organizations. This chapter describes the historical background of commerce in electronic environment, the concepts related to context computing, ubiquitous computing and pervasive computing, and Grid computing. Further it explains the recent trends and also talks about the three business models with these concepts incorporated in three different contexts. Group-buying (or volume discount) is a promising field in electronic commerce for applying software agent technologies. In a traditional group-buying mechanism, either a customer or the supplier calls up a sufficient number of buyers for a target item, and then coordinates the actions of all participants during the whole process. Most participants involved in a group-buying project are passive. Studies in this field were therefore focused on developing an effective mechanism so as to enhance the utility of every participant in a fair way. However, the utility of a customer can only be maximized if the customer can buy the item he/she personally needs at a possibly lowest price, not just an item recommended by another customer or the supplier that he/she is supposed to like. In other words, it would be more flexible if every customer can initiate a group-buying project of his/her own for the item he/she personally needs in a convenient way. As a result, there will be multiple group-buying projects for multiple target items at the same time. To this end, a software agent is developed in this study to make every customer easily reach the web page he/she browses for a target item for group-buying. The data of the item will be automatically extracted and uploaded onto a website which then informs every registered user of the group-buying project of this item. Requests for the same item will be combined, and there are always multiple target items on the website for group-buying at the same time. As a result, cross group-buying becomes possible. An experimental system is constructed in this study to demonstrate the applicability of the software agent. Its advantages and/or disadvantages are also discussed. Ubiquitous computing will change the way people live with technology. At the same time it will also affect the way people access and use services. It is obvious that these new ubiquitous services have a lot of business potential. However, before this potential can be fully exploited, people need to understand the crucial factors behind creating commercially successful ubiquitous services. To do so, research is needed in three important areas. Firstly, the authors need to understand the basic nature of ubiquitous services, that is, their unique characteristics. Secondly, people need to know the needs of the customers in order to create value to them so that they will accept and use ubiquitous services. This can be done by involving users into the innovation process of ubiquitous services. And thirdly, people need to understand the value creating networks developing and commercializing the ubiquitous services as well as to find an appropriate business model for describing them. Value creation is impossible without a successful network business model which is yet to be found. Thus, the aim of this chapter is to describe, examine and give proposals for further research in these three important research fields which can be seen as the prerequisites for developing commercially successful ubiquitous services. This chapter discusses a service oriented framework to realize proximity aware services for mobile devices. It describes the architecture at both client and server ends. Using the proposed framework we develop a prototype to realize a real world application. The chapter ends with a discussion on the framework and possible future enhancements.
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A Study of the Relationship between PEOU and PU in Technology Acceptance in E-Learning 149 Vincent Cho, Hong Kong Polytechnic University, Hong Kong Humphry Hung, Hong Kong Polytechnic University, Hong Kong In models to study technology acceptance, the empirically validated path from perceived ease of use (PEOU) to perceived usefulness (PU) is usually rationalized by the argument that the less effort it is required to use a technology, the more useful the technology is. This argument is rather generic to fully account for the relationship between PEOU and PU. In this study the authors examine the effects of the common antecedents of PEOU and PU on their relationship. The authors first extensively reviewed the literature to identify the common antecedents of PEOU and PU. We then conducted a survey of users' acceptance of some common e-learning forums such as ICQ, WebCT, and MSN. Based on variance analysis we found that user-interface design (UID) explains 43% of the relationship between PEOU and PU, and that learners consider UID very important in deciding whether to accept an e-learning forum for their learning and communication. This paper contributes to research by identifying the factors that account for the relationship between PEOU and PU, and provides e-learning developers with managerial insights on how to leverage UID for business success.
Chapter XI Data Quality on the Internet 171 Vincent Cho, Hong Kong Polytechnic University, Hong Kong
This chapter will review the studies on the data quality on the Internet and will propose some suggestions to improve existing Internet resources. The layout of this chapter is as follows. First, the definitions of data quality will be visited. Next, the author would like to review the reasons of poor data quality. Framework and assessment based on the past literature will be reviewed and finally some recommendations are highlighted.
Chapter XII "Don't Think but Look": The Practice of the UDRP Manifests that it is Procedurally Unfair 177 Konstantinos Komaitis, University ofStrathclyde, UK Over the past decade, electronic commerce has expanded and has provided new ways of conducting businesses in a brand new environment. Lately u-commerce seems to be pioneering the field of electronic transactions. Where "u" stands for ubiquitous, unison, unique and universal, u-commerce offers the opportunity to users to conduct business everywhere and at any given moment in time. The simplicity of u-commerce transactions makes the issue of domain names more relevant than ever before. This chapter examines the procedural unfairness of the Uniform Domain Name Dispute Resolution Policy (UDRP) in an effort to demonstrate that the "regulatory" framework surrounding domain names does not respect their technological necessity.,
